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Marketing Plan Outline- Handout #1

Marketing Plan Outline
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Creating an Effective Press Release- Handout #2

Creating an Effective Press Release

The best and most traditional way of getting your story out to the news media is through a press
release (also known as a news release). A press release can be used for most types of news media,
with subtle changes for radio and television.

News releases are not the time to get creative with language. They should be very straightforward,
Focus on the facts: WHO, WHAT, WHEN, WHERE, WHY and of course HOW. You want to reach the
reporter and impress them with the event, story ar “haok,” the news angle that is going to get the
reporter interested in attending an event or writing about charter schools.

It is best to write a news release as factually and as concisely as possible. Keep in mind that reporters
and editors come across dozens, if not hundreds, of press releases a day.

Here are a few key points to consider:

*  Put the important factual information in the first paragraph.

*  Putyourrelease on your organization or school letterhead.

* Include a contact person and a daytima phone number at the top of the page.

* Indude a quote from a charter school leader. If your news is an event featuring a visit from a
distinguished guest (i.e. an elected official); be sure to include a quote from that person as
well.
spell out all numbers from one to nine. Use numbers for 10 and up.

Page number your news releases if they go beyond one page. It is important to remember
than most news releases should be a single page in length.

Always put the date at the top of your press release.

Send your press release to the media early in the moming on the day of the release. It is best
if the reporter receives the release just before arriving to work.

Follow up the release with a phone call to the reporter you are targeting.

Signal the end of your news release at the bottom with this symbol: #25

MOST IMPORTANT! Have more than one person proofread your document. Check it
thoroughly for types or mistakes.
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Example Press Release

FOR IMMEDIATE RELEASE ‘CONTACT: Gary Larson
Jasmmary 21, 2004 Dnmnl'MeﬁﬂRmons

LEGISLATIVE ANALYST CALLS FOR ELIMINATING
CHARTER SCHOOL CAP, STREAMLINING CHARTER
FUNDING, EXPANDING CHARTER AUTHORIZERS
New Report Suggests Ways to Grow and Jmprove Charter School Movement,
Address Ingfficiencias in Law

Sacramento, CA — A major report released Tuesday by the Legislative Analyst's Office (LAO)
recommends that the Califomia Legislature remove the current cap on the mumber of charter
schools, streamline charter school fimding and allow for nultiple authorizers.

The LAQ report, entitled, “Assessing California’s Charter Scheols™, follows the two state-
sponsmed evaluations of charter schools since charter law was enacted in 1992, mchuding last
year's landmark report by the RAND Corporation (2003). The LAO conchuded that “charter
schools are a viable reform strategy—expanding families' choices, encouraging parental
mvolvement, mereasing teacher satisfaction, emhancmg principals' control over school-site
decision making, and broadening the cumiculum without sacrificing time spent on core subjects.”

“Deespi cantly less funding and political hurdles, Califormia’s charter schools perform
every bit as well as traditional public schools — especially on behalf of disadvantaged students,”™
said Caprice Young, CEO of the California Charter Schools Association. “By implementing the
Legislative Analyst's recommendations, our Legislature can take a bold step which will allow
more charter schools the ability to improve public education and close the achievement gap.™

The LAOQ's specific recommendations to the Legislature include:

= Removing the cap on the annual growth of charter schools — The 1992 California
Charter Schools Act capped the number of charter schools that could operate at 100. This
was modified through legislation in 1998 to allow 230, and allowing 100 new schools
each year thereafter. The cap currently stands at 750 for the 2003-04 year. The LAO
report pointed to the fact that 18 states have charter school laws that do not limit the
number of charter schools that can operate.

= Reforming the Charter School Categorical Block Grant — According to the report,
“The trend most incompatible with the original intent of charter schools is the increasing
number of categorical programs for which charter schools must apply separately.” The
LAO recommended consolidating 14 categorical programs back into the General Block
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Earned Media Coverage- Handou

Earned Media Coverage

Paid advertising isn't the only means of marketing your charter schoal, In fact, sarned media—
positive news coverage that you actively work to get by creating and pitching newsworthy stories,
events, or announcements to news outlets in your ares—is not only free, it's generally considered to
be more ebjective by consumers.

To get stories published as news and have them create the desired outcome, public-relations people
within an organization must follow two rules: (1) Ensure that a story is newsworthy and (2) make the
story easy for reparters to cover, usually through some press-friendly event.

The First Rule — Make it Newsworthy
Having one or more of five qualities in an event will dictate whether the event is newsworthy and,
therefore, more likely to get covered in the way most desired.

MNewsworthy Quality #1: Timeliness

The subject of the story itself doesn't have to be new, but there must be something that happened
oris about to happen that will trigger the urgency on the part of the news organization to cover the
avent. Ensuring imeliness demands that PR professionals maintain a daily awareness of ongoing
issues, ones that might be characterized as “hot butt: Examples would be analyses of school
performance (especially those done by organizations or individuals hostile to charter public schools);
the life of a bill that would affect the school's stakeholders; and statements by politicians that need
endorsement or denunciation by the organization. Ensuring timeliness also means developing
techniques to ensure the story or event is fresh (or appears fresh), such as leaking information about
a story to a reporter with whom the PR professional has a good, ongoing relationship; or getting
sources to the reporter before a story “breaks," i.e., making sure that the source is available and has
talking points (discussed later) to discuss with the reporter before the event happens

MNewsworthy Quality #2: Pathos

Pathos is something that evokes emotion. Reporters want desperately for their readers to connect
emotionally with the people in their stories (love them, hate them, feel sorry for them, whatever).
Hew do they do this? To make a story o event emotionally connect, it neads real people who are
affected by the issue. How can you use pathos to help your charter school obtain more press? Think
about a student who beat the odds to graduate near the top of her dass, students who volunteer at
the local senior center, the annual toy drive organized by the sixth grade dass, etc. Sit downin
August and start a calendar of all the opportunities throughout the school year that you can use to
draw positive attention to your charter school and students.
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Charter School Partnerships

All charter school partnerships are not alike. The types of partnerships that exist between charter
schools and other organizations can be distinguished based on three characteristics:

®  What is the nature of resources exchangad in the partnarship?
o Finandial resources
© Human rescurces
Physical resources
o Organizational resources
*  What is the form of the partnership?
o Faormal
o Informal
®  What is the depth of involvement in the partnership?
o Onelevel
o Multilevel

The types of organizations charter schools elect to partner with vary widely but commonly include
the following:

Social service providers (child and family welfare agencies)
Private foundations

i

Non profit Community-based organizations (racreational centers, neighborhood
outreach agencies)
Cultural institutions (museums, local performance groups)
Educational institutions (private colleges, universities)
Faith-based organizations (churches)
Monprofit educationzl management organizations
Race/ethnic-based organizations

Cultural institutions (art museums, science museums)
Educational institutions (school districts, community colleges, universities)
Public health providers (hospitals)
Government{Municipalities (city offices, mayor's office)
its

Police departm:

Lesson 1: Weigh the Costs of Partnering

An established partner can offer a range of resources—additional finances, a unique curriculum,
accass to facilities—needed for a school's survival. Some charter school leaders acknowledged that,
were it not for the funds provided by a partner, the school simply would not exist.
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210 N 6th Street
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